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“Good Judgment 


is requisite for a successful advertiser. It holds his 
nerve in check, tempers boldness with sagacity, sizes 
up the scheme and marks with prudence the lines of 
safety. Moreover, it looks well to the article advertised 
and the prospective demand therefor, as well as to the 
manner and method. Good judgment also grasps at 
once both the field and the opportunity, the direction 
and detail, provides for delays and open switches, has 
an eye on pay-day, and leads direct to 


Good Advertising 


Newspaper advertising, like Kentucky whisky, is all good, but 
some is better. An aggressive newspaper of high standing, which has 
age and the confidence of its readers, backed up with capital and energy, 
and which leads all others in circulation in a populous and _ progressive 
country, gives to an advertisement the stamp of public approval of the 
article advertised. 

The San Francisco Examiner issuch a newspaper. If all adver- 
tising is good, that in The Examiner is surely the ‘‘some” which is 
better. It is even more, for beyond the crest of the Rockies, as a news- 
paper The Examiner ranks the comparative and comes to the front as 
the best in all that garden of God’s country—California. 

This is the good advertising which waits on good judgment and 


Good Results. 


W. J. RITCHIE, Eastern Agent, 
186 and 187 World Building, New York. 
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PRINTERS’ INK. 


The strength of business is 
in the country. The farm, the 


cottage, the small town house 
contribute the bulk of pur- 
chasing money. 


The city paper reaches city 
people—folks who don’t read 
advertisements. 


The country paper reaches 
the people who read every- 
thing — news, stories, funni- 
graphs, advertisements — and 
the 1400 papers of the Atlantic 
Coast Lists reach people of the 
richest territory in the world— 
the Atlantic Coast. 

One order, one electrotype 
does the business. 


ATLANTIC COAST LISTS, 154 Leonard St., N. Y. 
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Vol. IX. 


INDIVIDUALITY AND VARIETY IN 
ADVERTISING. 
‘By W. H. Eastman. 

Some advertising critics make a 
great deal of individuality in one’s ad- 
vertisements. ‘The accumulative effect 
of advertising is dwelt upon, and the 
importance of making the announce- 
ments of a given advertiser in such a 
way as to impress the reader that it is 
the same person talking from week to 
week is made emphatic. 

Others contend that the public tires 
of sameness, and that variety is essen- 
tial to catch and hold the public eye. 

Which is right ? 

Both. Individuality and variety are 
not inconsistent. ‘To illustrate: A 
man’s place of business may stand for 
his advertising. It is one form of an 
advertisement. He gives it an indi- 
viduality by building a substantial 
block, securing a permanent location, 
and enabling his customers to know 
where to find him. If of a different 
style of architecture, finish or color 
from any other building on the street, 
its individuality is the more striking, 
and the more valuable from a business 
point of view. ‘The merchant could 
not do so good a business—aside from 
the expense of moving—were he to 
change his location from store to store 
every few weeks throughout the year. 

But an empty store, however impos- 
ing, would be an insufficient adver- 
tisement. So the merchant recognizes 
the importance of tastefully arranging 
his goods, as his shelves and windows 
will attest. Nor can he long attract 
customers with the same display, but 
finds it necessary to make constant 
changes. 

From his common practice in busi- 
ness he should gain a hint as to his 
newspaper advertising. His store may 
well stand for the style of his ads, his 
window display for the subject matter, 
For the former, individuality is of 
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prime importance, variety for the lat- 
ter. 

Individuality of style, with variety 
of matter, may be preserved in a num- 
ber of ways. One may be called the 
mechanical way, including shapes, sizes 
and positions of advertisements. The 
use of special faces of type and partic- 
ular borders, of some trade-mark, cut 
or catch-phrase, may all be included in 
the same class. ‘The Pearline ads 
afford a notable example of this 
method. The outline cut in the cor- 
ner, the characteristic catch-line, the 
large, plain type, and the cautionary 
‘* Beware” at the bottom, stamp them 
all with a personality of their own, 
while the subject matter at the outset 
is in almost endless variety. The 
Pearline ads, as a whole, are better 
than any one of them of itself. Their 
chief merit is neither their individual- 
ity nor their variety, but the happy 
combination of the two. 

But the matter itself may have an 
individuality by the way in which it is 
put. Longfellow, Saxe and Poe each 
left unmistakable traces of the author- 
ship of their poems, and the advertise- 
ment writer may, in a measure, pre- 
serve a unity of style in perfect har- 
mony with all needed variety. 

One advertiser individualizes his 
daily announcements by heading them 
with a local weather forecast for the 
next twenty-four hours, and vies with 
the government predictions for their 
correctness. Another example is fur- 
nished by the merchant who brings out 
a new announcement each day, and in 
a foot-note tells the readers what to 
look for next, as: ‘* To-morrow I 
shall have something to say about 
gloves.” 

But I do not need to multiply exam- 
ples, as the object of this article is to 
emphasize the importance of attaining, 
rather than to point out the means of 
securing, a union of the two elements 
of which it treats. 
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WITH ENGLISH ADVERTISERS 
‘By T. ‘B. ‘Russell. 


Lonpon, August 9, 1893. 


I said something last week on the 
substitution question. Since then there 
has been decided a case of some im- 
portance bearing upon and illustrating 
the question of defending a trade name 
and mark. This was an action by the 
Carter Medicine Company against an 
old-established chemist named Knight, 
at Bath, in the west of England, and it 
was tried in London before Mr, Jus- 
tice Romer, on Saturday of last week, 
August 5th. This was not a trade- 
mark case. ‘There was no question of 
infringement of design, nor anything 
else, but a clear issue of substitution. 
The story of the case is briefly this: 
An old lady at Bath, who had been in 
the habit of taking Carter’s Little Liver 
Pilis, sent her son, an undergraduate 
at one of the universities, for a tube of 
this remedy, ‘Their regular chemist’s 
was closed, so the - youth therefore 
walked into Knight’s shop, where Mr. 
Knight had been in business thirty-two 
years or more, and asked for a box of 
Carter’s Little Liver Pills. Something 
was put into his hand, which he paid 
for and took away; but on reaching 
home it was found not to be right, and 
the young man, who told his story in 
court in a manly, straightforward way 
that impressed every one,repaired again 
to the defendant’s shop and pointed out 
the error. Mr. Knight, who trans- 
acted the whole business in person, as 
it happens, made this remarkable reply: 
‘“*They are Carter’s Little Liver 
Pills. I buy them in bulk from the 
makers to save stamps. Yes, they are 
quite genuine and what you asked for.” 
But the mother was not satisfied, 
and she presented herself and insisted 
on having her money back. ‘The pro- 
prietors of the pills brought an action 
against the chemist, on hearing the cir- 
cumstances, and the above details came 
out at the trial. The defense was that 
Knight had not sold the pills as Carter’s, 
but as Little Liver Pills simply. ‘The 
defendant was put in the witness box 
and cross-examined with great skill, 
and to so much effect that he had 
eventually to admit that the name 
‘** Carter”? was mentioned in the course 
of the altercation. After his brief but 


distinctly unpleasant sojourn in the 
**box,” Mr. Knight’s counsel did not 
care to address the court, and the 
judge, remarking that the testimony 


of the mother and son was conclusive, 
and that he could not believe the de- 
fendant’s evidence, granted a perpetual 
injunction, with costs, restraining 
Knight and his servants, apprentices 
and assistants from selling or offering 
for sale, as the goods of the plaintiff, 
pills not of their manufacture, forever. 
* * * * x 


I have called this case important be- 
cause it illustrates what has been pre- 
viously pointed out here—the far- 
reaching power of the procedure at 
equity, or by injunction, It was not 
competent in this to haggle or argue 
over trade-marks. Moreover, this case 
decides a point very difficult for a pro- 
prietor to get over. If Iown a patent 
article, or one protected by my trade- 
mark, and, on being asked for it, a 
tradesman gives something else, and 
declares boldly, by way of accounting 
for the proper package being minus, 
that ‘‘he buys the goods in bulk,” 
how is he to be reached? It is diffi- 
cult for a non-technical purchaser to 
always see the difference in the goods, 
and he may not impossibly believe the 
false statement. By this procedure a 
heavy penalty, in the shape of costs 
and trouble, is inflicted on the dis- 
honest retailer as soon as the facts get 
to the knowledge of the proprietor ; 
and now that it has been clearly dem- 
onstrated that the ‘‘ bulk” pretense 
can be detected and punished, it is be- 
lieved that the class of counterfeiters 
who hide behind this description of 
plea will begin to see the peril of it. 
The moral is—to look sharp after such 
matters, and to take care that the im- 
portance of demanding the proper 
package is insisted on. These cases 
would not come to the knowledge of 
the proprietors, did they not carefully 
exhibit *‘ the genuine package ”’ in their 
advertising. This should be a car- 
dinal point in proprietary-article an- 
nouncements. 

% * * * x 


Among the adventitious emoluments 
of the journalistic profession should 
certainly be included the over-plus paid 
for ‘‘ want” advertisements by the 
public. If you take a short ad into 
the office of a daily paper, the clerks 
will estimate its extent, and collect 
from you the price for inserting it—so 
many lines at so much. They take 
care not to under-estimate the space 
that the article will want ; sometimes 
they ovev-estimate it, and then the ad- 
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vertiser pays for more space than he 
uses. Probably it does not occur to 
one man in a hundred of those who 
have ‘‘ wants” inserted to count the 
lines and see if he has paid too much. 
If he did, and showed the receipt in 
the office, he could have any over- 
charge returned to him—at least, that 
is the rule in every newspaper office 
that I know anything of. But it is a 
rule that is practically never applied, 
except to advertising agents. Most 
advertising agents insert ‘* wants ” for 
clients and the public. They have to 
pay in advance, with the great dailies, 
just like any one else, and in most cases 
they do not get any commission. But 
they mostly call up once a month and 
collect the over-plus ; and though it is 
not a very remunerative business for 
an advertising agent to insert want ad- 
vertisements for any one that likes to 
bring them in, there have generally 
been enough of these odd lines in the 
course of a month to pay for turning 
over the money. 
2 * % * x 

But although a newspaper thus some- 
times gets a little extra pay, which it 
may properly include in its income tax 
return if it wants to, one must not 
overlook the fact that in numerous 
cases a newspaper also gives away ad- 
vertising space free—though mostly by 
the fault of its servants. If a condi- 
tion in the order (I am speaking now, 
as it will be of course understood, of 
general advertising, not ‘‘ wants”) is 
overlooked, a position missed, or one 
of two or three other things muddled, 
there will have to be an allowance off 
the bill. I know of a perfectly well- 
known advertiser in England—lI will 
not mention his name because the cir- 
cumstance does not appear to me cred- 
itable—who used to print on all order 
forms as a condition, ** No competing 
advertisement to appear in the same 
issue.” 

* » x * * 

This, of course, had frequently 
to be struck out, because papers 
would not accept such a condition; 
but I am perfectly convinced that the 
true object of the ‘* dodge” was to be 
overlooked, and thus furnish an excuse 
for claiming free insertions. Many 
newspapers, as I happen to know, have 
overlooked this egregious ‘‘ condition” 
to their cost, because this advertiser, 
who used considerable space himself, 
was always ready to climb down and 
hide behind the smallest two-line para- 








, 229 


graph of publicity belonging to any 
one else in the same trade, when pay- 
day came. Neither did he deem it 
necessary to call attention to these 
oversights when they occurred. This 
is, no doubt, very ‘‘ smart” advertis- 
ing, but I do not think it has paid in 
the long run to be abhorred by the 
press of the country, as this man is, 
and certain recent circumstances have 
confirmed this view. 





* * * % * 
On the other hand, advertisements 
for insertion ‘‘e. o. d.,” **e. o. w.,” 


or once, twice or three times in a week 
or a month, as the case may be, are 
often, if small and running without 
change of copy, inserted a good deal 
more often than the order calls for. or 
the invoice shows. ‘This is, of course, 
for the convenience of the foreman, 
and is in no sense due to any sharp 
practice on the part of the advertiser, 
But there is one very curious circum- 
stance about this. I have often talked 
of it with leading advertisers, but I 
never heard one of them say that he 
thought these extra insertions, or 
‘* plums” as they are often called, did 
him any good. ‘This is presumably on 
the same principle that makes people 
undervalue anything that they get for 
nothing, like a free newspaper and so 
on. Yet, if the advertisement is ser- 
viceable at one time, it is presumably 
so at others. Why should it be vitiated 
by the purely irrelevant circumstance 
that it isn’t paid for ? 
+ * * * * 

The only possible explanation (out- 
side of the more obvious and feasible 
one that it is all fancy, and that extra 
insertions do benefit the advertiser) is 
that the number of times, and the exact 
occasions on which the advertisement 
can be inserted with advantage, have 
been determined and taken advantage 
of, so that additional appearances are 
of no use. But this is clearly not ade- 
quate. 

* * * * * 

There are some forms of advertising 
that would be positively injured by 
additional insertions, however. For 
example, I should say that Mr. Ful- 
ford’s Pink Pill miracles would be the 
worse for being repeated. They are 
set and inserted as reading matter ; to 
repeat them would show them at a 
glance to be advertisements. He never 
uses the same copy twice in the same 
journal. 
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INK. 
READY-MADE ADVERTISEMENTS. 


Original Suggestions From Various Contributors. 


Readers of Printers’ INK who make use of any advertisements appearing under this 
head will confer a favor by mailing a marked copy of paper containing same to the editor of 


Printers’ Ink, Newspaper Box 150, New York 


For Shade-Rollers. 


RAISING A WIND= 


OW-SHADE 
IS AN EASY THING, 


providing you have the right kind of a roller. 
there are many kinds of rollers, but as com- 
petition and improved machinery have made 
good rollers so cheap, it pays to get the best 
while you are about it. We carry the best 
rollers, and guarantee they will give you satis 
faction and keep you good-natured, as far as 
an easy window-shade can. 


Ww. F. TOWER, 
No, 5 N. 6th St., Vineland, N. J. 


For Dry Goods—( By Emit/ Grossman). 


6 CAR TICKETS FOR 25c. 


A great many people say that our six 
tickets for 25c. are shop-worn, etc. It 
makes us laugh—ha-ha-ha. The fact is 
we pay 5c. apiece for them, but we sell 
them to you 6 for 25c., to show you how 
much we appreciate your trade, see? 


For Shoes. 


THE SOLE SUPPORT 


of many men and women in this city is 
the PHI'T-EESI SHOE. It supports 
not only their soles but their whole body 
in comfortable ease, 


NOTHING HANDSOMER 


to look at in the way of foot-gear 
every detail finished in a supe ior man 
ner, So far as appearance goes, it has 
no equal, 


BUT THE MAIN POINT 


adaptability of the shoe to your 
has a “glove” fit about it. 
pinches nowhere. 


is the 
foot It 
Touches everywhere 
So every wearer says 


As to the Price, 


we maintain that they are the cheapest 
shoes ever made, For men they are $5 


a pair, but they will be wearing when 
a second pair of ordinary $4 shoes are 
worn out. 


JAMES LAST & SONS 


City. 


For a Sporting Goods House—(By F. 
Donohue). 


WHY WASTE SHOT? 


Come and buy one of our Boomerang 
Guns and 


GO SHOOT YOURSELF. 


Money is scarce, so be wise and invest what 
little you have where returns are best. The 
Boomerang is an income per se. However, 1f 
you prefer the old style, 


COME AND GET SHOT. 


We are reacly to fill orders for any quantity. 
Also carry full line rifles, air-guns, etc., etc. 


PACKING & SINDERS. 


hor a Rubber Store, 


YOUR 


DRESSMAKER 


Has not, cannot and will not make 
you a Mackintosh to order. 

We do it so well that no one can im 
prove on it. We have them in all 
sizes, patterns and prices 

In case we have nothing in stock to 
suit you, we will make one to your 
order from samples you may select at 
our store, 


PECK’S RUBBER STORE, 
‘*EVERYTHING IN RUBBER.”’ 


Kor a Pruggist. 


** THROW PHYSIC 
TO THE DOGS 


and have none of it, unless you know where 
and how it is compound d, 

lhere’s danger in inexperience 
in mixing drugs. Don't take any chances of 
the errors of “‘ green’? clerks. We have a 
reputation for reliability in preparing pre- 
scriptions; if you don't believe us, ask the 
doctor. He will also recommend us for 
promptness. You will recommend us your- 
self after the first trial—the prices, as well as 
quality, will influence you in doing’ so 


VIAL & NEPHEW, Sabeeee STS, 


particularly 
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For an Optician— By Top O' Collum). 





If your eyes give you trouble don’t wait 
for them to get better of themselves, 
but come to us and let us fit you out 
with proper glasses. Your eye-sight | 
once ruined can never be recovered. 
Don't trifle with so important a matter. 
It’s no trouble to wear glasses, if they 
are rightly made, and to many people 
they are becoming. If you are half 
blind let us show you what it means to 








O. P. TISHUN & CO. 


For Shoes. 
IT’S A SINTOSWEAR 


but a man with a tight shoe can't always help 
it. The trouble is the swearing gives nore 
lief, nor will anything else until the shoe is re- 
moved, 

Wouldn't it be better to avoid swearing on 
this account by always purchasing 


THE 
‘“* PHIT-EESI” 


SHOE ? 


By their comfortable fit, stylish appearance 
and durability you shall know them. They 
are the cheapest shoe made, conside-ing their 
value. You get $20 worth of satisfaction for 
$s. Try one pair—they’ll induce you to trade 
with us permanently. 


THE PEG & RIVET SHOE COMPANY. 





For a Toy Store. 
IN THE PLAYTIME OF LIFE 


from the toddler just out of the cradle 
to the boy completing his schooling, toys are 
practically a necessity, They represent in 
childhood the workman’s tools of after life. 

All children should have toys, and the more 
instructive they are the better. We have a 
complete line of toys for the young ones in all 
sti ations of life, from the wee tot in the peas- 
ant’s hut to the baby of the merchant prince 
in his palace. 

Dolls that talk and ‘* wink the other ey« 
dolls that walk and flirt upon the sly, for Me 
of all ages and sizes. 

Just imagine anything in the way of toys. 
Then come to our store, and you will find we 
have it. Prices reasonable 


THE LITTLE FOLKS TOY BAZAAR, 
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For a Stationery Store, 
«« READING 
MAKES A 
FULL MAN.”’ 


And the choicest “reading materials’? may 
be found in our store, ‘I'he latest novels by 
English and American authors, Modern 
translations of standard works by French, 
| German, Spanish and Italian writers, Any 
book extant can be procured to order. 

There is no more ennobling occupation than 
| reading—none more profitable to the mind. 

All the popular periodicals can be found 
here immediately after publication, Also a 
large and varied assortment of fancy station- 
ery to suit every season, Writing-pads, Blot- 
some, Pens, Inkstands, etc, etc., etc. 


| HOLDER & SONS, 
Booksellers and Stationers, 














For Notions—(By Top O’ Collum). 


‘The Whole 
Of Europe 
At Your Door! 


A lady who has just returned from an ex- 
tensive tour asserts that she can buy many 
European novelties cheaper in this country 
than abroad, In fact, you'd be surprised to 
see how much cheaper an expert buyer can 
get goods than the ordinary tourist. He 
knows the market and is constantly alert for 
bargains. Our buyer is one of the best in the 
business, and you can have the benefit of his 
experience and skill. It is wonderful what 
pretty home decorations and ornamental 
novelties can be picked up over our counters 

| just now, and at little cost. Our clerks will 
| point you out some bape cial bargains, 
| 


For a General Store. 


NO INTIMIDATION ! 


on the part of our competitors will have 
any effect. We have been threatened 
on every hand that if we persist in our 
course some action will be taken, anda 
plan adopted that 


WILL FORCE US 


either to raise our prices to the heights 
of our opponents, or close our doors. 
We shall do neither. We are in busi- 
ness tostay. Our advertising is truth- 
ful, and we have the confidence of the 
public. We respect it, and there is no 
power that will force us 


TO RAISE PRICES 


on any of our goods. We believe in a 
fair profit, pay good salaries to em 
ployees, and are contented with the 





surplus, 
Yours, for Low Prices, 
THE MORGAN COMPANY, 
Largest Store in the City, 
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WORLD'S FAIR ADVERTISING. 
‘By W. W. Brett. 


There are a thousand and 
schemes of advertising carried on at 
the Fair, some large, some small, but 
all more or less of a failure. The major- 
ity of exhibitors are there for the sole 
purpose of advertising and this only ; 
there may be some few firms who took 
the patriotic stand, and went in on this 
basis; but they are few and far be- 
tween. I have spent a month at 
Chicago and have talked with numbers 
of exhibitors, as to the value of the 
Fair as an advertising medium. 

The concensus of opinion is this: 
That money spent is practically thrown 
away, except in a few instances; this is 
the general opinion. Why? Because 
the sight-seer at the Fair is so tremen- 
dously impressed with the whole, that 
detail is entirely obliterated. 

Then again many of the exhibitors 
are located in the galleries, and this 
position is almost a wilderness, For 
example, in the gallery of the Agricult- 
ural Building are located all of the 
prominent cereal companies’ exhibits. 
I have stood in the gallery of this 
building and watched thousands pass 
below; I have then turned and looked 
about me, and found myself practically 
alone. There is ‘* wailing and gnash- 
ing of teeth” among the gallery ex- 
hibitors. This applies to the other 
buildings as well. When one takes 
into consideration the fact that there 
are acres upon acres of aisles on the 
main floors bounded by attractions, 
one can readily appreciate why the 
stairs are but little used. 

I was busy for some 
to the opening of the 
erection and completion of one of the 
largest exhibits in the Fair, that of 
Sapolio, located in the Manufacturers’ 
Building. Enoch Morgan's 
Sons were preparing for the Fair for 
two years previous to the opening. 
They have spent, all told, in the 
neighborhood of $20,000 ; but a good- 
ly portion of this was spent prior to 
any work on the grounds themselves. 
Is the expenditure paying them ? 

Yes—why ? 

Because nearly two years ago they 
went into a novel scheme of advertis- 
ing which set the country talking ; the 
press of this country and Europe made 
comments upon their actions. | When 
the Youth's Companion—** World's 
Fair” 


one 


time previous 
gates in the 


Messrs. 


number—was issued they oc- 
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cupied a full page; they have a card 
in every toilet room within the Fair 
grounds. Now their exhibit is sur- 
rounded by a pushing crowd from 
morning to night. What is to be 
learned from this? ‘That there is 
scarcely any form of advertising that 
pays unless founded upon printers’ ink, 
In all my limited experience in adver- 
tising, | know of no more lucid ex- 
ample of the value of newspaper ad- 
vertising, in connection with other 
forms of advertising, than the one of 
which I speak. ‘There are other firms 
in the same line of business, in the 
same building, on the same aisle, in 
fact, who have spent as much, if not 
more, money on the exhibit itself, but 
they are not getting the results de- 
sired, 

In designing and carrying out the 
work on the Sapolio exhibit, the aim 
and purpose was to have something 
different from the rank and file, and 
we feel as though we had succeeded 
from the fact that other exhibitors use 
this exhibit as a means to designate 
positions. ‘* Near the Sapolio ex- 
hibit” has gotten to be a common 
expression, in fact, it has been used by 
other firms in advertising to direct 
people to their displays. What a 
satisfaction it is to a manufacturer to 
get a free advertisement through 
another firm crying his wares, and en- 
deavoring to attain a greater position 
by using his goods as a pedestal. 

Being in the general advertising busi- 
ness, I was brought in direct connection 
with one of the largest advertising vent- 
ures on the Fair grounds, viz.: the 
water-closet advertising. The Clow 
Sanitary Company, of Chicago, offered 
to build, complete, and keep in order 
all the closets and toilet-rooms on the 
grounds, free of cost, provided they 
might have the wall advertising privi- 
leges and a right to charge five cents 
for half the closets ; further, that n« 
other advertising privileges be given 
out. Their offer was accepted. ‘They 
have completed seventy closets—thirty. 
five men’s, thirty-five women’s—but 
they have not met with much success at 
selling the spaces. They saw a fort. 
une ahead, but it has not materialized 
The advertising managers could not see 
the ‘‘ point.” The Clow Company is 
charging at the rate of $5 per square 
foot for space ; the spaces average 25 
square feet, of $125 per 
Space; seventy spaces at $125 each 
amount to $8,750. I must say that I 


or acost 


























never in my experience heard or knew 
of a space worth that sum, for a term 
of six months, unless in a newspaper. 
Some of the advertisers who saw light 
through a check of this size are: Dr. 
Price’s Baking Powder Company, Buf- 
falo Bill, Yum-Yum ‘Tobacco Com- 
pany, Dr. Owens’ Electric Beit, and 
Sapolio. ‘The last-named firm did not 
take a wall space, but has put its card 
on the inside of every toilet door on 
the grounds. 

I have a personal acquaintance with 
the majority of the largest advertisers 
in food products in New York. Most 
of them are of the same opinion, and 
that expressed tome in person, It was 
this: ‘The World’s Fair, from an ad- 
vertising standpoint, is an absolute 
failure. Various exhibits are giving 
different results. It has been my ex- 
perience that when the exhibit was a 
departure from the regular line, and 
was unique, it attracted the people. I 
find the same holds good in writing 
advertisements. An ad may be hand- 
somely set up, but if the body of it 
reads with the same expressions as the 
one next it, it is practically worthless. 
If one cannot ring in some new ideas 
in advertising, it palls. 

The awful, tiresome sameness of 
pillars, carved woodwork, and effects 
in white and gold, while pretty, be- 
come fearfully tiresome to the eyes. It 
is utterly bad advertising. ‘The man 
who advertises soap would much better 
have spent his money in building a 
soap house, erected from his own prod- 
ucts, than to have built a house—if I 
may use the word—of staff and painted 
it in white and gold. In the one case 
he might have saved 50 per cent. in 
cost and used it in asking his friends, 
through the papers, to call. 

Many of the exhibits are monuments 
that show how little effect a great deal 
of money will have, if misapplied, and 
further, go to illustrate what a poor 
thing poor advertising is. 

NOTES ABOUT CHICAGO. 
‘By D. H. Moore. 


Advertising that the Fair’s brought 
about consists mainly in descriptive 
‘* write-ups,” published by the differ- 
ent dailies, and which lay little more 
stress upon one thing than another. 
Most of the thousand and one exhibits 
are like so many needles in the Ex- 
position hay-stack. Any particular 
one is to be located only by chance, 
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much inquiry, or by the tedious study 
Few of even the lead- 
ing exhibitors are making the most of 
their expensive outlays by properly 
advertising their displays. Among the 
enterprising few are Tiffany & Co., A. 
B. Dick & Co.; the Wrought Iron 
Range Co., of St. Louis; N. K. Fair- 
bank & Co, and Swift & Co, 

x 

* * 

The two firms last mentioned are 
now pitted against each other in legal 
combat. ‘The Fairbank people claim 
that Swift & Co. have usurped their 
trade-mark and are using it in their ad- 
vertising. ‘The outcome of the suit is 
doubtful, as it always is in cases of 
this kind. 


of catalogues, 


* * 

One of the best outside-of-papers 
advertisements I’ve seen recently was 
Kirk & Co.’s ‘American Family” 
balloon, which was sent up last Sun- 
day. Mr. Currier, who evolves the 
Kirk ads, was in the basket, and ata 
considerable height tossed out several 
valuable pieces of ballast — among 
them an envelope containing an order 
for fifty pounds of soap, 

% 
* 

The National Cigarette and Tobacco 
Co, are painting and plastering the 
town with Admiral Cigarette ads. The 
brand, it is said, has leaped at once 
into popular favor. It is probably 
foolish to criticise successful advertise- 
ments. Still, for my part, I would 
prefer to hear something of the merit 
of the goods, rather than be told that 
‘* they're not made by a trust.” 

* 
* * 

There is one expert in our city whose 
work is certainly distinctive—distinct- 
ive at the expense of common sense. 
His latest effusion is an advertisement 
of himself, which contains a cut, evi- 
dently taken from a menagerie poster 
or a volume of natural history. It 
consists of two _ ferocious - looking 
beasts, with an inscription something 
like this : 


TWO TIRELESS TIGERS. 
1 am just as active as they—in the service 


of my clients. 


One might reason out the gentle- 
man’s resemblance to a tiger (in a busi- 
sense), but it’s hard to under- 
stand what duplicity in his nature 
makes him like two of them, 


ness 
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Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 





WANTS. 


W ANTED—A list of local News Bureaus. Send 
in yourname, Address * C, M. B.,” P.O. 


Box 709, New York. 
WISH to buy first-class daily or weekly in 
some large city. Address, with fullest de- 
tails, “‘ R.,”’ Box 3212, New York 
W Aste D—A good newspaper man to purchase 
a small interest in a thriving ‘aes eR r 
in Utah. Write for information 
care of Printers’ Ink. 


V 7 ANTED—A publisher for a book that ought 

to sell, end posse = advertising value. 
For particulars ac ares a ARD KECK, 394 
South Ist St., Brooklyn, a 


(pases papers serve with Pacific Coast news 
paper © lippings at reasonable rates, by the 
Press Clipping Bures San Frane isco. 
Formerly Clemens 
OCAL advertisers are re saan to send for 
4 proofs of newest, br ighte stand best cuts for 
newspaper advertisin Prices reasonable. Ad 
dress C Has: Ww. HAR PER, Columbus, Ohio 


VV 4NTED Trave ling sales sman, covering ex 

tensive territory, to a a very profit- 
able side line ; won’t interfe ith regular line. 
No samples. Address Box 623, yin ey Ohio 








YAPABLE, earnest young ne wspaper man, 27, 

married, wants steady on. AD : offic e, 
edit, report, job printer, co np itor 

you ‘are after. “ ADVERTISE Re Eatontown, N.J. 


[ ante D—A good man to canvass New York 

City for advertising petronage for PRINT- 

FRS’ INK. Will pay him $40 a week, upon condi 

tion that any week when his total orders fall 
below $40 he shall get nothing. 


Boe attracts trade. Ideas on every 
4 one of the 160 pages (9x12) of * A MINT OF 
$2.00 








HInTs ” that are worth cost of entire book 
post-paid. Send for “tinboe page. GRIFFITH, 
AXTELL & CADY CO., Embossers, Holyoke Mass. 


\ TANTED Situation by a young man of 3 

of best habits, well qualified and not atraid 
of work. Experienced advertisement solicitor 
and collector; also general reporter and associ 
ate editor. J. 8. WILHELM, French Creek, N.Y. 


W ANTED~ Partner, with $5,000, to take active 

interest in establivhed wholesale and re 
tail patent medicine business, doing a fair trade, 
which could easily be increased. For particulars 
aidress Room 2, 186 Adelaide St, West, Po 
ronto, Ontario 





NO. 1 circulator wi wants position on Rood 
‘\ daily paper as circulator or manager. 
thorough aowieiee and experience in e 
department pertaining to the business and c 
lation de partme nts. The best. of referenc 
Address “* CIRCULATOR,” care Printers’ Ink 


MAN 
d sition as advertising manager and writer, 
where half his time will bring $1,300 a ye 
all of it $3,000. The very highest referén 
to ability and character. Address “ B., 
Printers’ Ink. 


MAN, well known t to Printers’ Ink readers, 

wants position as advertising writer and 
manager, in New York or Brooklyn. Eight 
years’ experience. Highest reference and proof 
of ability. Will wor< for one year at a very 
reasonable salary. Address “IDEAS,” care 
Printers’ Ink 








of ideas and wide experience wants po- 











YORRESPONDENTS WANTED — Everywhere ! 
Bright young ne wspaper men run across 
paragraphs and news items daily that are ex- 
actly in PRINTERS’ INK’s line. They must be of 
interest to advertise All such are welcomed, 
Send along a sample item,and your name shall 
be placed on our mail list, so that you may re- 
ceive the paper recularly and learn how to lend 
effective aid toward making it better. Articles 
of substantial value will be paid for in cash, 
Address all communications to PRINIERS’ 
INK, New York. 











\ 7E want an Agent, in every city and large 
town, to whom we may from time to 
time apply for information as to the relative 
standing, influence in the community, circula- 
tion, and consequent value to advertisers of the 
various newspapers issued in the place or 
vicinity. Neither the service which the agent will 
be called upon to render nor the compensation 
for the same can be very great. The agent must 
be of good character and have a respectable 
Standing in the community. A reporter, a press- 
man or a local merchant (particularly one who 
advertises), a lawyer or a banker woall be com 
petent. Correspondence is desired with persons 
competent to act, and who are willing to give the 
service required in consideration of a copy of 
the Directory yearly (by ex = and a paid-up 
subscription to PRINTERS’ IN Applicants will 
pie ase address AMERICAN ‘NE WSPAPER DI- 
RECTORY, 10 Spruce St., New York, 


= 
ADVERTISING AGENCIES. 

W IL = IAM HIC ~ ners rtising Agent. 
150 Nassau S' ork. 


TEWSPAPER Adver ng and Purchasing 
4 Agency. 19 East l4th St., New York. 
F you wish to advertise —— onyute re 
at any time, write to the Pp VELL 
ADVERTISING CO., 10 Spruce ‘St.. New Vork. 


— 
ADVERTISING NOVELTIES. 


( ‘LOCKS for advertising purposes, by the hun- 
dred or thousand ; paper-we eight clocks with 























advertisement on dial) Address SETH — AN 
CLOCK CO., 49 Maiden Lane, New York 
+o - 


FOR SALE. 


nD Fi) BUYS NCH. 50,000 copies Proven. 

ba) 3.50 Wwoman's WORK, Athens, Ga. 

( 1. AZETTE ADVER’T RECORD-— For papers, $1 
¥ Testimonials. GAZETTE, Bedford, Pa 


I ie ANDSOME IL , U JSTRATIONS for papers. Cat 
alogue. 25c, LLUS. CO., Newark, N. J. 


OKE plate furnace and casting-box for sale. 
$25.00 ; cost $50.00. STAGELAND, 904 Wal- 
nut St., Philadelphia. 
I ABCOCK Dispatch, single or double, speed 
2,800; 7-col. quarto ; good as new ; for fine 
ob or news work; with folder; cheap. THY 
JAY, New London, ot. 


por SALE—At par, a controlling interest in 

the stock of the re D. Wilson Printing Ink 
Company Limited. Capital, =" Address 
“2 ” P.O. Box 709, N. Y. Ci 


roe: SALE A job printing otis petite 

Scotch paper. All for less than $2,000. Can 
be bought rye A great c “a ance fora Scotchman. 
Address MAGNUS FLAWS, 8 Fifth Ave.,Chicago 


ed SALE—Only daily paper (including also 

ekly edition anc toe office) in city of 
10,000 people. Great bargain for cash buyer. 
Good reason for selling. Address “ W. T.,” care 
Printers’ Ink. 


WE have for sale 2,000 names and address of 
country property holders getting mail 
since July 1, 1893, in Neb., Tex., Kan, Mo.,, Ohio 
and lows, which we will sell for $2. 50, or 1,000for 
$1.50. ERRELL & C AROLAN, Seguin, Texas 


Foe SALE—A Scott drum cylinder newspaper 

press, with Stonemetz folder attached ; size 
of bed, 33x17. Steel tracks and bearers. It is in 
excellent condition, and has been running about 
five years. A low price will be given. Address 
CITIZEN, Lowell, Mass 


HAVE for sale complete engraving and illus- 

trating plant; also complete stereotyping 
outfit. Only complete plant between St Pai 
and Portland, Ore. Can be bought for one-half 
its value, on your own terms. Best reasons for 
selling. Ad ss “ FOR SALE,” Printers’ Ink. 


1 00, 000 & LETTERS for sale or copy. All 

received within 1 year ; written by 
ladies ; M7 per cent. from country districts ; about 
1 per cent. postals. These are excellent for-use 
in oe women, or for sending sample 
copies. Price low; will take part in advertising 





























space if desired. Address V. A. RAE & CO., P.O. 
Box 1729, Boston 
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ADVERTISEMENT CONSTRUCTORS. 


DLANS of advertising prepared. Ads written 
singly or in series. Primers and jingles for 
any business. Terms moderate. JOHN 8. GREY, 
care Printers’ Ink. 


DS of all kinds, primers, pamphlets and cata- 
i logues prepared in original, effective forms. 
Illustrations made and entire charge of mechan- 
ical work assumed if desired. Address JOHN Z. 
ROGERS, 769 Monroe St., Brooklyn. 
—.. 


THEATER PROGRAMMES. 


piicge in N. Y. theater programmes, 
4%. *For rates, etc., address 
ADOLPH STEIN, 113 E. lth St., N. Y. 


++ 


TO LET. 


co LET—Front office in eee No, 10 Spruce 
Street. Large and well lighted ; steam heat ; 
on trie light ‘or — partic ulars address 
GEO. P. ROWELL & © 


SO 
ADDRESSES AND A ND ADDRESSING. 


¥ ETERINARY surgeons geons—A list of 2,500 just 
c guneenees never used. Will make and send 
copy for $8. Address SPECIALTY MFG. CO., 
Carrollton, Mo. 
—_——_~2-——____. 
PREMIUMS. 
YREMIUM USERS~— Write for a good article to 
KUHN & CO, Moline, Ill. 


[oR pete an excellent premium, write 
P. BULLARD & CO., Boston, Mass. 


\ 7 E want to hear of good premiums. AMERI- 


CAN HORSEMAN & FARMER, Detroit, Mich. 


’ EW illustrated catalogue of the best premi- 

i a ine news spapers and manufacturers now 
c for it and get new business. HOME 

Book COMPAN Y, 142 & 144 Worth St., New York. 


ILLUSTRATORS AND ILLUSTRATIONS. 


I ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM. ILLUS. CO.. Newark, N. J. 


YY, want to know of a crack ad artist ? Artist 
Lincoln, Metropolitan Building, Madison 
Square, N 10 years with leading periodical 

advertisers. 
—- +o — 


MISCELLANEOUS. 
I EVEY’S INKS are the best. New York, 
4 


yas BIBBER’S 
Printers’ Rollers 
i IPANS TABULES : best general family medi- 
cine ever offered to the public. 


JYAPER DEALERS—M. Plummer & Co., 161 

William St.,N. Y., sell every kind of paper 
used by printers and publishers a at lowest prices. 
Full line quality of Printers’ Ink 


+2] 


A D VERTISING ME DI. 4. 
GEATILE TELEGRAPH. 
& 


C nal. Cir’n large, advg rates low Hamlet,N.C 


yee AGRICULTURIST, Racine, Wis. 
rary circulation, 30,000 ; 20 cents a line. 


A’ SF... ea a NION, every even- 
co. i WEEKLY TIMES, reach eve rybody. 
Largest circulation. Favorite Home paper, 


DVERTISE with the Church Press A 

tion, incorporated, publishers of twenty 

church magazines. Samples ay rates on app 
cation. 1058. 18th St., Phil’a., 


PRoov CER AND ae cation furnishes 

its advertisers with daily construction re- 
quirement news reports. Largest circulation of 
any New England builders? jouw 


YOLUMBUS, Central, Southern, and Southeast- 

ern Ohio offer a rich field for advertisers, 
OHIO STATE JOU ag ee 12,500 : 
y, 17,000, and Weekly, 23 overs the 
All leading advertisers use it. 


ur Southern Home,40p. mo. Epmniqgaticn jour- 


Associa- 


field. 
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a line 
That’s plain 


AST CHANCE—Contracts now 10 cts. 
Rates advance Oct. ist, at noon 
English. Then 25 cts. a line. More that 50,000 cir. 
That’s The Breeze. BREEZE PUB.CO.,Augusta,Me 


Pees PRESS, Kinston, N. C., reputed to be one 
of the two or three ‘best weeklies in North 


Carolina 
larger. 
$10 1 ( will pay for 5 5 lines of advertising 4 weeks 
in 100 Illinois newspapers having a guar- 
teed circulation of 1,000 copie _ rweek. CHI- 
AGO NEWSPAPER UNION, U NION, 10 Spruce St., N. Y. 


EXINGTON, K —Chief ci ity of the Blue Grass 
region. “THE LEADER is the only paper 
issued every day in the year; the only paper 
printed on a web perfecting press, and the only 
per n0se circulation is guaranteed in 
Rowell’s Directory. Are you in it! 


| igen ATIONAL INDEPENDENT circulates 
4 among teachers and pupils of Pennsylvania 
schools. 5,000 per week guaranteed. One-half 
cent per line per 1,000 makes advertisements cost 
25c. per inch each insertion. Clean ads ou 
Trial orders solicited. EDINBORO (Pa.) PUB.C 


RIZONA KICKER~Latest and best ae 
f out; 8 pages; published weekly. Every 
ry A Western life graphically depicted. Fortune 

t for newsdealers. Don’t say you haven't read 
it, but send “thy ents for sample copy, 50 cents for 
3 mos. or $2 for a year’s subscription. Sent to any 
address. ARIZONA KICKER,Tombstone, Arizona, 


TO man having goods to sell, who has ever 
I given intelligent thought to the question 
of advertising them, can help but know thatthe 
most thorough medium is to own an issue, at 
regular intervals, to his trade a paper carrying 
his imprint and describing his stock. there is 
any value in general newspaper adverti 
where your advertisement is one of many con- 
tending for the same trade, such value must be 
increased a hundred-fold when your advertise- 
ment is the only one and goes exclusively to 
your possible customers. The new year is upon 
us. Try a paper of your own for one year tis 
not cheap. othing good ever is. Curtail all 
other adve ping Se year. Send to PICTORIAL 
WEEKLIES CO., 132 Nassau St., for estimates, 


SPECIAL OFFER—For a page advertisement 
£\. in Printers’ [NK for the 52 issues that make 
up a year the charge is $5,200 Je now solicit a 
nage advertisement from you for PRINTERS’ INK 
for the year 1894, and for such an order, at this 
time, offer the following concession, viz.: The 
advertising may begin now and appear in ail the 
remaining issues in 1893 without additional 
charge, thus extending the yout over 69 weeks at 
the price of 52 weeks. Fora half-page advertise 
ment the price is $2,600, or one-half the price of 

e. Fora half-page order received now the 
same concession will be made that is offered for 
an order for a page. For a quarter-page in 
PRINTERS’ INK the pe price is $1,300 a year; but we 
wiil accept an order for a quarter », to be in- 
serted from now till the end of December. 1894, 
for #1,300, thus giving 69 weeks at the price of 52 
weeks, ‘A two-line ay aay advertisement in- 
serted in PRINTERS’ INK for a year costs $52 ; = 
for $52 we will receive a two-line advertisen 
to be inserted from now till the end of Dec — 
ber, 1894. Any additional space may be had on 
the same conditions at $26 a line for the whole 

riod of 69 weeks. Address orders to PRIN'1- 
cRS’ INK, — St., New York. 
August 16, 1 


Issues over 1,000 every week—average 
Has very few dead beats. Nice print. 





SUPPLIES. 
# EVEY’S INKS are the best. New York, 


7 AN BIBBER’S 
Printers’ Rollers 


66 PERL LESS” CARBON BLAC K. 
For fine Inks—unequalled—Pittsburg. 


Ts rity J BRUCE’s NEW YORK TYPE 
FOUNDRY, 13 Chambers S8t., New York 
Best and cheapest. Get their prices before 
purchasing. 

fhe PAPER is printed “with ink manufac 
tured by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce St.. be York. Special prices 
to cash buye rs. 

YAPER DE al, ERS—M. Plummer & Co., 161 
William St, N. Y., sell every kind of paper 
sed by a best and publishers at lowest prices. 

Full line quality of Printers’ In 
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PRINTERS’ INK is entitled to recover 
$24,833.50 excess postage paid before 
Mr. Wanamaker’s error was corrected 
by Mr. Bissell. 

This amount it is not in the power 
of the Post-Office Department to re- 
fund, if ever so desirous of doing so. 
Every one admits that it ought to be 
paid back. 

It is a case for the Court of Claims 
or for a special bill in Congress. 

PRINTERS’ INK invites suggestions 
and advice as to the best manner of 
procedure. 


A GENTLEMAN recently complained 
that he inserted a want advertisement 
in the New York World, Recorder and 
Herald, and received but one applica- 
tion in answer thereto. This led him 
to question the value of these publica- 
tions for advertising purposes. ‘lhe 
gentleman to whom he complained, 
after learning how the advertisement 
was worded, said he wondered that he 
had even one applicant, and stated that 
if he might be permitted to write a new 
advertisement, to be inserted once in 
the same papers,he would guarantee 
150 responses. Although incredulous, 
the advertiser consented, The adver- 
tisement was inserted, and the first day 
thereafter he received 131 applications. 


A RESIDENT of Cincinnati was heard 
to say: ‘‘I am tempted to take a 
Chicago daily in preference to the local 
morning papers. ‘The Chicago dailies 
are larger, handsomer and cheaper. 
With the exception of the newly started 
Tribune all the Cincinnati morning 
papers cost five cents, while the best 
Chicago papers can be had for only two 
cents. 

TWENTY-FIVE years ago there were 
but 296 religious newspapers published 
in this country, 181 of which were 
issued weekly. 


PRINTERS’ 


INK. 


THE publisher of a Western news- 
paper, who issues an annualalmanac as 
well, recently had trouble with the 
Post-Office Department in connection 
with the mailing of the almanac. He 
had to go to Washington to have the 
difficulty adjusted, and got there just 
about the time the PRINTERS’ INK case 
was settled. He relates that he was 
very much amused to see Fountain, 
the clerk who passes on such matters, 
running around button-holing other 
clerks, and telling them what an out- 
rage it was that PRINTERS’ INK should 
be re-instated by Mr. Bissell, in face of 
the precedent which required a_post- 
master-general to be bound by the 
action of his predecessor. Fountain 
is chief of the Stamp Department, and 
appears to be interested in the sale of 
stamps. ‘The more third-class matter, 
the more stamps. It is this man 
Fountain who decides all questions re- 
lating to second-class postage, and he 
can ruin any publisher who has not 
sufficient influence to bring his case to 
the attention of Mr. Fountain's supe- 
riors. In the case we refer to the pub- 
lisher did not gain his point with 
Fountain, It was in vain that he re- 
ferred to the New York Sux and 
World, each of whom issue almanacs 
which go through the mails at second- 
class rates. He wastold by Fountain 
that he did not understand our friend 
from the West was there to argue the 
cases of the World and Sun, and that 
he would listen only to the case of the 
particular paper then under considera- 
tion. In questions pertaining to sec- 
end-class postage, in the usage of the 
Department, no precedent prevails ; 
each case is decided separately. Our 
Western publisher,* not being able to 
win his case in what he termed a 
‘* straightforward way,” then did as 
others have done before and will again 
—found other means to accompiish his 
end—and has now the privilege he 
sought. Is it not a shame that a pub- 
lisher cannot learn what his rights are 
under the postal laws without the 
trouble and expense of going person- 
ally to Washington? Is it not to be 
regretted that invoking Congressional 
and other influence should procure for 
strong and influential men privileges 
which are denied to the ordinary every- 
day citizen? Is not this method of 
managing such matters one that the 
present administration will be able to 
improve upon by and by? 





*The Chicago News and Record, 





$24,833.50 NET. 


The following table shows the extent 
of the punishment inflicted upon 
PRINTERS’ INK by ex-Postmaster-Gen- 
eral Wanamaker—all because a depart- 
ment clerk misunderstood a publisher’s 
announcement, to which an informer 
had called attention, and which the 
clerk and his confederate considered in 
secret and acted upon without warning. 

Gen. Thos. L. James, of New York, 
who was Postmaster-General under the 
Garfield administration, in speaking of 
this case said: ‘* The autocratic man- 
ner in which PRINTERS’ INK has been 
dealt with by the Post-Office Depart- 
ment is an unjustifiable outrage.” On 
another occasion Gen. James was heard 
to remark: ‘‘I am amazed that under 
this government such an outrage is 
possible.” 
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* Postage Actually Due, 


& 
8s 


Tl eseees 


428 96 
420 40 
430 16 
429 36 
452 40 
472 74 
431 12 
414 40 
415 28 
421 
437 44 
312 
182 
172 
173 
168 
165 
158 
163 
181 
187 
161 20 
157 75 
153 54 
153 65 
144 82 
sag < 55 
107 45 
105 8 53 
106 749 
106 7 82 
106 9 56 
107 7 42 
107 7 66 
107 7 57 
104 7 38 
104 00 7 4° 
_ 27,478 17 _ 2,644 67 24,833 50 
The total postage actually paid was 
$27,478.17. 
The correct postage which should 
have been collected 
amounts to 
$2,044.67. 
Mr. Wanamaker’s 
net swindle 
amounts to 
$24,833.50, 
So long as the law is interpreted by 
a bureau clerk, and cases are decided on 
evidence whispered into the clerk’s ear 
in the dark, such outrages are possible, 
and no newspaper man knows how 
soon his own turn may come, 


ATTESTS THE VALUE OF ADVERTISING. 
From the N. Y. Times, Aug. 11. 

City or Mexico, Aug. 10,—A remarkable 
case is being tried in the courts here, A short 
time ago a small weekly newspaper, £2 Per?- 
guito, published an advertisement of a_busi- 
ness house. Another firm in the same line of 
business has sued the paper for damages, al- 
leging that it has suffered materially through 
the publication of its rival’s advertisement. 


ancineecilaiaainictaiie 

Joseph R. Dunlop, the owner, says that the 
circulation of the Chicago Dispatch, in the 
afternoon field of Chicago, is next to that of 
the News, and that this fact is conceded by 
every man in the newspaper field of Chicago 
who has an opportunicy of knowing the actual 
condition of affairs, 
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NEWSPAPER ADVERTISING 
AGENCIES. 


Few advertising agents, says Vews- 
paperdom, take such fair and enlight- 
ened views regarding their relations to 
publishers as does Mr. J. H. Wallace, 
of the Wallace Advertising Agency, 
Los Angeies, Cal. At the recent meet- 
ing of the Southern California Editorial 
Association Mr, Wallace read a paper 
on the subject named, which, it is be- 
lieved, merits publication in this jour- 
nal, as follows : 

‘* The best method of dealing with 
the foreign advertiser has been a 
problem the solution of which has vexed 
country publishers since, perhaps, the 
very birth of the country newspaper. 
If you have expected in the limits of 
this paper a final answer to so unsettled 
a problem, you are doomed to disap- 
pointment. It is my hope, however, 
that enough light may be thrown on 
the subject to enable us to find a start- 
ing point. Let me state at once that I 
believe that the most advanced method 
so far developed for dealing with this 
class of business is through an agency. 
I shall endeavor to show you the work- 
ing of such an agency, and to demon- 
strate to you that when proper arrange- 
ments are made, an agency may be the 
representative of the publishers, with 
mutual profit. 

‘** Advertising agents and agencies 
are names which, as commonly used, 
are applied to a vast horde, few of 
whom, if properly classed, would be 
found deserving of recognition by pub- 
lishers. Perhaps I could not do better 
than to devote a few words to some of 
the more prominent groups into which 
this horde of agents is easily divided. 

** Each one of you has, no doubt, at 
some time, been approached by an ad- 
vertising solicitor, or so-called ‘agent,’ 
whose office is in his hat; whose 
knowledge of the business is a mere 
delusion, and certainly a snare to those 
who trust in him, and whose facilities 
for conducting an agency consist en- 
tirely in his cheek, but who manages to 
offer many alluring inducements to you, 
prominent among which are his valu- 
able services in placing business in your 
paper. Such agents are strictly and 
exclusively on the make ; and, having 
no experience as to the value of adver- 
tising space, they take business at any 
price offered them, and then send it to 
the paper in the hope that it will be 
accepted. They are a perfect nuisance 
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to the legitimate agency, a bugbear to 
the publisher, and a mere tool of the 
advertiser ; and the sooner they are 
wiped out of recognition, the better it 
will be for the fraternity. 

“Having thus summarily disposed 
of one kind of agents, I approach a 
class which seems to me to deserve 
better treatment, although I shall en- 
deavor to speak with equal frankness 
of the legitimate advertising agents. 

‘* The business of the newspaper ad- 
vertising agencies is a development of 
this half of the century. It is a spe- 
cialty requiring years of experience as 
a solicitor, a knowledge of the value of 
advertising space, and aptness in read- 
ing human nature. If with these qual- 
ities are coupled push and energy, per- 
severance, care in making contracts, 
strict attention to business, and tact to 
maintain the good-will and confidence 
of publishers, the business should be a 
success. 

‘*Such an agency must possess all 
the facilities for the successful handling 
of advertising, consisting of complete 
files of all the papers, a corps of check- 
ers to see that all the advertisements 
receive proper insertion, estimate and 
order clerks to look after the placing af 
the business, men to design cuts and 
write ads, each one of whom must 
be an expert in his particular line. 
While doing business on a small per 
centage, they succeed in making money 
for themselves, and are also of vast 
benefit to the publisher in several ways. 
Having men in the field who are on the 
alert for business, they secure and con- 
trol a large amount of business which 
the individual publisher could not 
touch. They advertise liberally the 
papers they represent, thus drawing 
business from points where otherwise 
the papers would, many of them, 
scarcely be heard of ; and not the least 
of their advantages is their ability to 
avoid making ‘ N. G.’ contracts. By 
using proper care and judgment, and by 
a system of co-operation, their losses 
through worthless contracts are very 
light, and there is not an agency of 
this class in the country which will not 
pay pubiishers for work done, when 
done according to contract. 

‘*For these reasons, and for others 
equally good, which will occur to every 
publisher, these agents should be fairly 
treated, and a paper should make its 
rates as low as it can afford to. Hav- 
ing once established them, there should 
be no deviation whatever, and com- 



























missions should be allowed to no one 
except the regularly established and 
legitimate advertising agencies. Should 
a publisher feel that any particular 
agency is better located or equipped 
for doing his business, or better dis- 
posed toward his paper than other 
agencies, then it is manifestly to his 
interest to make his relations with 
that agency as cordial as possible and 
mutually as satisfactory. 

‘“The third class of agents is the 
latest development in this line, and 
seems to meet the requirements of the 
publisher more fully than any of the 
others—the special agents, These are 
found in the largest cities, each one 
representing from two to twenty promi- 
nent dailies from various localities. 
These men are evidently not available 
for your purposes, but as you have 
probably already remarked, there is 
nothing to prevent a general agency 
from acting as special agent for certain 
papers or groups of papers. This is 
what is being done by many of the 
best class of agencies, and this is the 
development of the ‘special agency’ 
idea most suitable to the wants of the 
publishers of Southern California. 

‘** While doing a general business, an 
agency can take such papers as it 
handles too exclusively, make special 
lists of them, advertise them, and in 
other ways make a specialty of getting 
business for them. Having no com- 
petition, it can afford to put money 
and energy into its efforts for business, 
and the results are likely to be a good 
business at good rates. When scatter- 
ing its fire over an enormous list of 
papers of all sorts, an agency waits for 
them to be called for. When pushing 
specialties, it quotes them, and seeks 
business for them. 

** It is a widely-known fact that pub- 
lishers the country over are placing 
their papers in the hands of special 
agents of one kind or another, and the 
fact that these contracts are being re- 
newed goes to prove that they are a 
success. ‘The publishers in the north- 
ern part of the State have placed their 
papers in the hands of a special agent, 
and to my mind there is no reason why 
the publishers of this association should 
not, singly or in combination, place 
the exclusive agency of their papers in 
a similar way to protect their rates and 
to abolish losses through worthless con- 
tracts. These results most certainly 
would follow such an arrangement 
here, as they do elsewhere, where only 
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one person quotes the rates, and where 
the business standing of all advertisers 
is looked up by one person. 

‘* In order to offer these advantages, 
an agent or agency absolutely must be 
protected by having exclusive control 
of the papers in his hands, for there 
are publishers who allow to advertisers 
every consideration, reduction or com- 
mission which they grant to the most 
favored agency. Some of them adopt 
these principles, and in a manly way 
avow them. Some do not. In either 
case it is their privilege. There are 
others who appear to make an effort 
to do all they can to keep in accord 
with the leading agencies. 

‘* When a publisher conveys to the 
agency the impression that he will 
protect them in their transactions, and 
then proceeds to allow the agents’ 
commission to the advertiser who deals 
directly with him, taking business from 
the advertiser at the rate of three cents 
an inch an issue, as has actually come 
to my knowledge, the influence upon the 
business of the agency is more serious 
than a plain refusal of any commission 
whatever would be, and an agency can- 
not but regard such a publisher as a 
most dangerous enemy. It is an easy 
matter to find publishers who are ever 
ready to say a hard word about the ad- 
vertising agent; yet, with such trans- 
actions fresh in mind, I feel safe in 
saying that more than half the abuse 
heaped upon the agent is really de- 
served by the man who utters it. 

““The most universal objection 
urged against the agent is that he does 
not pay enough for space. Yet this is 
very easily met. Whose fault is it? 
He merely wants the terms which are 
being given to some one else. Should 
he be abused because he buys advertis- 
ing space as cheaply as he can, and en- 
deavors not to pay more for it than 
some oneelse? Does not the publisher 
buy his paper, stock and material upon 
the same business plan ? 

‘** There is no law in the country to 
make a publisher take less for his ad- 
vertising space than his judgment tells 
him it is worth. But.if he expects to 
get what it is worth, several things are 
necessary. First, he must be able to 
satisfy the advertiser or agent that, on 
a basis of circulation, his rates are not 
toe high; then he must be ready to 
live by them or die by them, if necessary, 
and to wait for the advertiser to learn 
that his paper is really as valuable as 
he claims it to be.” 
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ANOTHER TIMELY ADVERTISE- 
MENT. 
‘By T. S. Blish. 


I do not know that Messrs. Roots & 
Co. of Indianapolis read PRINTERS’ 
INK regularly ; but whether they do or 
not, they were quick to act on what a 
paragraph in Mr. Russell’s London 
letter of this week would have sug- 
gested. I refer to Mr. Russell’s al- 
lusion to the advertisement of Arnot's 
Milk Arrowroot Biscuits during the 
recent banking crisis in Melbourne. 

Messrs. Roots & Co, displayed the 
accompanying advertisement in the 
first evening paper announcing the 
suspension of two prominent Indian- 
apolis banks. The idea was a good 
one and very cleverly put, and I have 
no doubt they had reason to be well 
pleased with their effort, so far as its 
advertising qualities were concerned, 
but the fact that the advertisement was 
withdrawn the very next day leads one 
to believe the last line was a little too 
wide in its scope in agreeing to extend 
the offer to include the checks of all 
banks similarly conditioned. ‘The 
offer was too liberal, since the suspen- 
sion of a number of other banks fol- 
lowed closely on the two named. 


NOTICE TO DEPOSITORS 


in the Indianapolis National Bank of In- 
dianapolis and the Citizens’ Bank of Con- 
nersville : 

Your check will be accepted at par in 
payment for any vehicle or vehicles, to the 
extent of your deposit, that you may de- 
sire to purchase of us. Your check will 
have the same purchasing power as gold 
coin 

Over one hundred styles of elegant 
pleasure vehicles to select from. Our 
stock consists of Carriages, Phaetons, 
Buggies, Surreys, Traps, Road Wagons, 
Spring Wagons, Carts, etc. | 

The above offer applies to any other 
bank similarly conditioned. 


ROOTS & COMPANY, 
133 South Meridian St. 











AN EXTENSIVE C CIRC ULATION. 
From the Dushore (Pa.) Review. 


* Jack’? McCarty is a character down in 
Hazleton, where he runs the daily Sentined, 
His advertising me ethods are original as well as 
effectual. He was anxious to get business 
from a firm that advertised in his field, and 
wrote, soliciting an order for his paper The 
reply came, ‘‘ Where does your paper go?” 
‘* Jack” answered, ‘“‘North and South 
America, Europe, Asia and Africa, and it isall 
that I can do to keep it from going to h 
He got the contract. 





ASK FOR POSTAL LAW REFORM. 


TRADE JOURNALISTS ‘THINK THAT 
THEY ARE DISCRIMINATED 
AGAINST, 


In the congress of trade journalists 
yesterday the subject of postal regula- 
tions was exhaustively discussed, and 
the following resolutions were adopted : 


““Whereas, It has been made to appear 
that the interpretations put upon the postal 
laws affecting newspapers by the officers of 
the Post-Office Department at Washington 
operate unevenly, and oftentimes most un- 
fairly, and especially so in the case of trade 
papers; and, 


““Whereas, The present condition of af- 
fairs, which leaves the right of a paper to cir- 
culate in the mails as second-class matter 
subject to cancellation, without the publisher 
having an opportunity to be heard, or any 
knowledge that proceedings against him are 
pending, must necessarily operate to the in- 
jury of publishers; and, 

“Whereas, It is the custom for clerks in 
deciding cases to take into account the impor- 
tance of the paper and the influence of the 
publisher, thus allowing powerful papers to do 
what the weaker ones are prevented from 
doing ; and, 

‘Whereas, Such a system has led to the 
existence of a class of persons living in Wash- 
ington who, for a money consideration, will 
attempt to bring to bear such influence upon 
certain officials as shall cause the reinstate- 
ment of an excluded periodical; it is there- 
fore hereb 

** Resolved, That the custom which has pre- 
vailed in the Post-Office Department of exclud- 
ing trade papers from second-class mail privi- 
leges, by decision of a department clerk, upon 
charges which may or may not be well founde d, 
considered in the absence of a publisher and 
without his being informed that such charges 
are pending, isa grave evil and one that can 
be easily remedied ; and, be it further 

“Resolved, That a committee of three be 
appointed and instructed to investigate the 
working of the second-class postal laws as at 
present administered and to report the result 
of their investigations, together with such 
recommendations as the y would urge upon the 
attention of the postmaster-general for the 
relief and better protection of publishers.’”’— 
The Chicago Record, August 17. 

os 


Advertising Novelties. 





From Nathan Bros., 140 West 
23rd Street, New York: A circular headed 
“The Silver Question,”’ A silver border sur- 
rounds it, and a piece of gold-leaf is attached 
ts one corner, surmounte d by an interrogation 
point. 

From Will. S Power, 204 Wood 
street, Pittsburgh: A paper fan with the in- 
scription: ‘“* Dull? Why don't you stir up a 
breeze ?”’ 

From the Michigan Stove Co., Chi- 
cago: A three-foot tape measure with adver- 
tising matter on back. From the same house, 
a standard perpetual calendar with movable 
hands. Another novelty from the same 
quarter is a tin cake form, so stamped that the 
firm’s ad will be pressed upon the top of 
the cake, 
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SUGGESTION FOR A TEA STORE, 
From the Philadelphia Inquirer. 

I made the acquaintance the other day of a 
bright, pretty little lady, who has made a 
career for herself in the advertising world, 
and who, for keen, original and business-like 
ideas on advertising, can give the average 
business man cards and spades and then win. 
I had occasion to walk with her several blocks 
through the business section of the city, pen | 
the facility with which she suggested odd and 
clever ideas in advertising was simp! y amaz- 
ing. Every show window, every sign, every 
passing feature of the panorama of business 
of a busy city,seemed provocative to her of 
something new in her chosen profession of 
some novel way of giving publicity to the 
wares of merchants and manufacturers. 

Here was one little woman who had mas- 
tered what so few men seem to learn: the art 
of seeing and thinking. Justone of the many 
ideas that struck my quick-witted companion 
during our stroll will illustrate the quality of 
all, We were passing the door of a firm 
which deals exclusively in teas at retail. 

“IT could give that house an idea,” said 
she, ‘that would be big money in their till. 
What? Why, let them rig up some pretty, 
smart brunette in gypsy costume and put her 
in charge of a neat little tea stall in their 
store. Then advertise in the Philadelphia 
/nguirer that women out shopping may drop 
in, get a refreshing cup of tea with cookies 
for a nickei, and their fortunes told from the 
tea grounds free of charge. Not a woman in 
town would pass the opportunity, 

** A dozen gypsy girls wouldn't suffice. Of 
course, the women once there, would buy 
their teathere. Think what a * glorious and 
catchy ad it would ewil 

A NAME FOR A STORE. 
From Business. 

Some merchants find it a good plan to adopt 
distinctive names for their places of business, 
aside from their ownnames, P: ‘robably ninety 
per cent. of the larger towns in the c country 
have “ Bee Hive”’ stores—that is one of the 
most common, Then there are several 
‘““When’"’ stores—mostly clothing—in Ohio 
and Indiana. The writer recalls a cigar store 
which was called ** The Orinoco,”’ and there 
is a cafe in a New York town known as “* Au 
Chat Noir’”’—The Black Cat. 

But I am waiting for some one to start a 
store and call it ** The Top,”’ or to adopt that 
name for astore already started, It may bea 
c lothing store,dry goods store, shoe store, 
notion store, grocery, drug store, cigar store 
in fact, almost any kind of a store, just so it is 
a store that advertises. Just think fora 
minute of the immense possibilities such a 
name affords the advertisement writer! Here 
are a few good catch lines for him: 

‘An apparent paradox—' Top’ prices are 
bottom prices.” 

“Crowds of anpnen, but there’s always 
room at the ‘ To 

** Good advice—go to the ‘Top.’ 

** Lowest prices at the * Top.’” 

And so on in endless variety. There seems 
to be no limit to the possible uses of the word, 

“The Top” would also make a good figure 
for a sign, and for a sort of trade-mark for the 
store. In fact, the idea presents so many 
attractive features to me that I am almost 
tempted to start a store with that name formy 
capital 


ee -_ 
In 1868 there were only four newspapers in 


Denver, Col, 
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BOLD DISPLAY IN SMALL SPACE. 


T. L, Paine & Co.,, State Agents, 
MILWAUKEE, Wis., July 28, 1893. 
Editor of Printers’ Ink: 

Your very valuable little paper has of late 
contained some interesting articles by leading 
advertising er on the advantages of the 
pungent style of advertising that pertains to 
the live topics of the day. Also, we have 
seen several articles commenting on the value 
of aiming at boldness in limited space. Act- 
ing on these suggestions, we have of late been 
running a series of advertisements in the lead- 
ing daily papers here, for which we modestly 
claim a share of attention in this respect, and 
which would be, perhaps, of interest to some 
of your readers, 

We started, this season, to put upon the 
market here a new bicycle called the “* Ar- 
row,” and at the outset were met with the ad- 
vertisements of the larger cycle houses here, 
which occupied large space in the papers, and 
at a correspondingly large cost. 

Your suggestions, as noted previously 
prompted the idea to try a smaller space and 
to aim at boldness. We, therefore, engaged a 
two-inch space, and adopted the style of ad- 
vertising of which we inclose a sample, 

The effectiveness of the advertisement has 
certainly been ahead of anything that we ex- 
pected, and we have received many congratu- 
lations on it. Therefore, we make bold to 
submit it for your opinion. 

The black border and the large heading is 
the same in each case, the small wording at 
the bottom being changed daily to suit the 
various topics of the time. 

As the city has just now been in the throes 
of bank failures, our present advertisement 
comments on that particular topic. From re- 
sults thus far obtained, we are thoroughly 
convinced that this two-inch space, inserted 
in this way, has been of more service than the 
common run of advertisements of five and ten 
times the space, and many disinterested par- 
ties have casually informed us that they saw 
our advertisement on the page and overlooked 
many larger. 

This being the main object sought in ad- 
vertising, naturally we conclude that the style 
has merit and respectfully ue it. 

Yours truly, . L. Paine & Co, 


PAINE 
IS 
THE MAN 


to run after for one of those celebrated 
Arrow Bicycles that are now having 
such a run. Beats them all for easy 
running. Arun on the bank is slow in 
comparison. Besides, the Arrow never 
fails. Strongest light wheel in the 
world. P+. us show it to you. oo 
PAINE & CO., 87 Wisconsin St., State 
Agents. 


Arrow Bicycles, t 











[WATCH THIS SPACE.] 
—— 
el 
The publisher of Svenska Veckobladet, 
McKeesport, Pa., sends an affidavit that be i is 
now printing 2,500 copies weekly. 
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Getting Even.—‘‘ See Gary's back 
from Chicago. How long was he out there?” 

“* Just one day; money gave out,and he 
came back dead-broke.”’ 

“What's he doing now?” 

“Oh, he’s writing a book called, ‘ A Week 
at the Fair,’”— Puck, 
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Miscellanies. 






} BVY OUR < 
\ DRESS” “ mit 
+ 





WELL-MERITED MISFORTUNE, 


Sandwich Man: Those Bazoo brothers 
wouldn’t notice an old acquaintance the other 
day, just because they were doing a little 
better than I, but now they must be hard up 
if they've got to sell their dress shirt—the 
only one they had between ’em, I'll bet.— 
Judge 

Gone to the Land of Spirits.— 
Colonel B.,a well-known gentleman, had been 
sick in Washington for some days, and the 
local reporters had made daily inquiries con- 
cerning him after the first announcement. 
One day a reporter for an evening paper 
called at the hotel to inquire. 

‘** How's Colonel B, ?”’ he asked of the clerk, 

** The colonel has gone to the spirit-land,” 
was the reply. 

The reporter made a note of it, 

The next morning’s paper had an account 
of his death at noon the day before. 

** How’s this,”’ said the city editor to the 
reporter. ‘* You didn't get anything about 
Colonel B. in yesterday ev ening’s paper.” 

“Yes, I did,”’ replied the innocent re porter, 
as he hunted upthe item. ‘“ Here it is.” 

The city editor looked it over and swore. 
The item read as foHows: 

* Colonel B., who has been quite sick for 
several days at the Blank Hotel, has recovered 
sufficiently to go to Kentucky.”” — Detroit 
Free Press. 

And Nowhere Else.—‘‘I know a 
woman who spends her mornings thinking up 
recipes that produce the most ravishing dishes 
from the simplest ingredients, which would 
otherwise be thrown away; her afternoons 
making easy chairs and picturesque nooks out 
of creton, cracker boxes and flour barrels ; and 
her evenings making inexpensive but entranc- 
ing costumes after hints in the papers. She 
is never worried or flurried, and her face 
always wears a smile.” 

‘**Ah! Where does this ideal being live ?’’ 

“In the various woman's magazines.’ 
Puck, 


Out West.—Citizen : 


They 
hang Crackshot for 


killing Barker. 


ought to 


Western Editor—Hanging is too good for 
him. Why, Barker was one of my subscrib- 
ers.—Truth, 
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Bacon : How do you find business ? 
Egbers—Advertise for it.— Yonkers States- 
man, 


Truly Heathen. — Mother: See 
here! You told me you belonged toa Boys’ 
Literary Society ? 

Small Son—Yes’m. 

** And you said y ou spent the time reading 
about —* heathen?” 

“ Ves’ 

“Huh! I have been informed that it is 
simply a club, and the only books you have 
are dime novels?’ 

** Yes’m; but they is all about Indians wot 


has never been converted.” — Strect & 
Smith’s Good News. 
First Quack: Here is a letter it 


would hardly do for us to publish. A man 
writes: “‘ Ihave just taken my first bottle 
of your medicine,and I—”’ 
aa Quack—W ell? 
First Quack—There it breaks off short, and 
is signed in another handwriting, “* per execu- 
tor.””"—Brooklyn Life. 


Couldn’t Joss Him.—Charles Rivers 
(ironically): For all the boasted self-suffi- 
ciency of you Chicagoans,I notice you are 
glad to make big points by advertising ‘* Real 
Bosten Baked Beans,” ** Millinery, latest New 
York Ideas,”’ ‘* Genuine Philadelphia Butter,” 
and— 

Van Buren Lake—Oh, yes; we like to tickle 
the provincial pride of out-of-towners who 
visit us, —Puck 

A MODERN MAGAZINE POEM, 
The sun was sinking i in the west, 
As suns sometimes will do, 
The azure cloudlets én the sky 
Were tinted with light blue. 
The waves upon the sea beneath 
Were wet as wet could be, 
And underneath them was concealed 
The bottom of the sea, 


In solitude upon the beach, 
Where the last sun rays shone, 

A man with no companions stood ; 
Besides, he was alone! 

The surges surged around him fast 
As on the shore they beat, 

His mind was very full of thoughts, 
His shoes were full of feet! 


And as he spoke, his voice was heard, 
“Great Scott! oh, where am I?” 

But from that silent wilderness 
There came not one reply. 

For fourteen days bereft of ‘food 
That lonely man had been, 

And, strange to say, at last he felt 
The pangs of hunger keen 


But here, upon a desert isle, 
Far from man’s haunts he stood, 
And did not have a single cent 
With which to buy some food! 
And as the night came on apace, 
The clouds of sable hue 
Fell like a mantel o’er the earth, 
And lo, it darker grew 


The outcast stood upon the beach 
And drew a deep-drawn breath, 
“* This solitude,” at last he cried, 


** Ts quieter than death! 

Tis strange to such a tomb-like place 
That I should chance to roam, 

Ah me! the spot reminds me of 
My Philadelphia home.” 


in Raymond's Monthly, 


—John S, Grey, 

















IS THERE ANY GOOD REASON? 


** CourtER-INFORMANT,” 
Bartow, Fla., Aug. 16, 1893. f 
Editor of Printers’ Ink: 

Dear Sir—Is there any good reason wh 
the government should print and sell ake 
opes in competition with printers, and not 
print and sell calico in competition with the 
factory man. 

I would like to hear from you and others on 
this point. Yours truly, 

Ger. A, K. STEVENS, 
Editor Courier-Informant. 
_—— +e 


SOME LEADING NEWSPAPERS. 


CALIFORNIA, 


OUR HOME, San ramcero— te given an av- 
erage monthl issue f 26,339, by far the largest 
of any monthly in California. 


COLORADO. 


LEADPVILLE HERALD-DEMOCRAT-Is 
given a higHer circulation rating than any 
other daily in Colorado outside of Denver. 


ILLINOIS. 


In —= pce Illinois (population 33,338), 
the largest weekly circulation is accorded to 
the KE ?UBLIC, published at Geneseo. 


MASSACHUSETTS. 


Farm-Poultry, Boston, monthly: regular 
circulation 30,711, *much larger than any other 
publication in Massachusetts devoted specially 
to the livestock interest, or than any other 
Poultry journal in the United States. 


HOUSEHOLD :: Boston, is one of the (only 


cations in Boston the exact accuracy of whose 
circulation ratings =. American Newspaper 
Directory guarantees by a_ $100 forfeit. Its 
record shows a regular issue for the past year of | 











2, PIES, 
which is the largest guaranteed” circulation 


in Massachusetts, with one exceptio: 


MISSOURI. 


MEDICAL BRIEF, monthly, St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 
American Newspaper Directory, a larger rcircula- 
tion than any other medical journal inthe w 


REPUBLIC-—St. Louis. Its daily edition is 
one of the (only five) daily papers, and its Sun- 
day and weekly editions are two of the (only 
forty-seven) weekly papers in Missouri, the exac 
accuracy of whose circulation ratings the Ame’ ~ 
ican Newspaper Directory guarantees by a #10¢ 
forfeit. Its record shows a regular issue for the 
past year of 52,746 copies daily, 52,746 copies Sun 
day and 140,808 copies weekly, which is the larg- 
est guaranteed circulation in the State. No other 
daily or weekly of a daily in St. Louis furnished 
the Directory with a statement in detail of actual 
circulation every issue one year. 


NEW JERSEY. 


True American, 


TRENTON, N. J., 


Is among the only three daily papers in ow 
Jersey to which the American News 
accords a circulation of more than 
6,100 copies each issue. 
NEW YORK. 

THE DOLCEVILLE HERALD 
omens the (only seventy-nine) wee ly papers in 
New York State to which the American News 
paper Directory accords a circulation of more 

han 8,000 copies each issue 


OHIO. 


The American an Builders i:'xsoora: 


he largest circulation rating of any _archi- 
SB or builders’ journal west of New York. 





is 
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SUN AND VOICE 


CLEVELAND, OHIO, 
is the only exclusive Sunday paper in Cleve- 
land, Ohio (16 pages), the exact accuracy of 
whose circulation ratings the American Newspa- 
per Directory a by a $100 forfeit. Vts 
record shows a regular issue for the past year 
of 21,000 copies. 


ONTARIO, 


SUNDAY SCHQDL BANNER 
The me School Teachers’ Journal of Canada, 


o . 
Newspaper Directory guarantees b 
feit. Its record shows a regular 
past year of 16,975 copies. 


PENNSYLVANIA. 
Pittaburgh PR ES: has the largest circula- 
tion rating of any daily in that city, viz: 40,964 
TENNESSEE. 


MEMPHIS A PPEAL-AVALANCHE — Is 
iven a larger circulation rating for its daily, a 
arger circulation rating for its Sunday and a 
larger circulation rating for its weekly than is 
accorded to any other daily, Sunday or secular 
weekly paper in Tennessee. 


VIRGINIA. 


a $100 for- 
ssue for the 














« thirteen) monthly publi- | 


‘s/ GERMANIA 


BIBL READER- Weekly, published at 
Richmond, is given the largest circulation rav- 
ing of any paper published i in Virginia. 








| 
Displayed Advertisements 
50 cents a line ; $100 a page; 25 per cent 
extra Jor specified position—tf granted 
Must be handed in one week in advance. 


S 





EATTLE TELEGRAPH, the leading 
Democratic daily north of San Francisco. 


| Gup ERIOR Mechanical Engraving, | Photo Elec 
‘ «)_trotype E Eng Co., 7 New Chambers St , N. Y 


JO B P R | NTl N G First-class, and no other 


Printers’ Ink Press, N.Y. 
| | EIN mige ta DENT. Own your own news- 
| WEEKLIE IES 








Send for estimates to pe ja a 
CO., 132 Nassau St., New York City 


Magazine for the study of the 
German lang. and litt For 
sample copies, rates of advertising, etc., address 
GERMANIA, Manchester. } 


DIRECTORY PUBLISHERS, SS 


!and price list of your directories to U. 8. AD- 
DRESS CO., L Box 1407, Bradford, McKean Co _, Pa 
Always pnya 
A 
oO PI Ni 1 ION N Washington 
_ New ¥ ork. 
be eo D.C. 20 
experience 
Write for iaformation 
Poe! RESS|N a and 


P U B Li Cc dvertisers 
HOPKINS & ATKINS, 
inery. 























The only RAPID . 
Wrappers addressed in a hurry by mac 
Names guaranteed absolutely correct r par. 
ticulars address F. D. BELKNAP, Prest., ro 316 

Broadway, New York City. 





WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, ‘ 





N. J 
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21.00—Visiting Cards. We will engrave A COPY OF OUR » gen 
copper plate and print 50 visiting cards for $1. 00. freree, nok. monte ics r 


Samples, 4c. Satisfaction guar anteed. For 10c, Detroit, Mich. 
. 


we will mail Ri? of our book, “Card Eti- 


quette.” BELLM BROS., Toledo, O 4 THE EVENING JOURNAL, 
BOO "eee .. vo JERSEY CITY’S 
We have told many—and will tell you FAVORITE FAMILY PAPER. 
HOW Write! Chi. Photo. Engraving Co. Circulation, - - - - 5,500. 
185 Madison St., Chicago. Advertisers find IT PAYS! 





The Sacred Heart Review 


Or Boston. THe Great Reticious Weekxty or New Enctanpo. 


A PILLAR OF STRENGTH! 








- THE - 


Qa Qa 
BUILT BY THE WORKMANSHIP, PRINTS, PERFECTS, 
SOLIDITY, PASTES and FOLDS 


Campbell Printing Press 


and Mfg. Co., COMPACTNESS, 8,000 to 10,000 


ACCESSIBILITY 4 OR 8-PAGE PAPERS 




















NEW YORK and CHICAGO. aoa PER HOUR. 
QOon~wa SIMPLICITY Q——_> 
OF THE 
“NEW MODEL” 

2 =~ ~ ~ ~ ~ ~ ~ =) ~ ~ .\ 4) 
¢, 

WE ARE ALWAYS « 
¢ 


REA ye , 





(J 
¢ to blow our own horn, and would advise , 
‘ others to do the same. When you are ready 

(J 
. to do the blowing you will find us ready 

() 
¢ TO DO THE 

4 
é —— PRINTING 

() 
U 
) IN FIRST-CLASS STYLE, AT FAIR PRICES. 

— ee 

¢, 


PRINTERS’ INK PRESS, 10 Spruce St., N.Y. WM. JOHNSTON, Marager. 
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From the New York Recorder. 


Monday, August 14th, 1893. 


HE RECORDER 


is the only newspaper in the metropolis 
whose business shows a gain over that 
of the preceding year. 

One year ago yesterday the World 
printed 983¢ columns of advertisements ; yesterday 
it contained go4 columns—showing a loss of 8% 
columns. The Herald of a year ago yesterday 
printed 753¢ columns; yesterday it published 6714 
columns—showing a loss of 8% columns. The Ke- 
CORDER of yesterday occupied second place, as usual, 
with 693¢ columns of advertisements—A GAIN of 
12% columns over the corresponding Sunday of last 
year ; and, we repeat, the RECORDER was the only 
New York newspaper that showed a gain over its busi- 
ness of 1892. All the others fell behind from 8 to 20 
columns. 

The newspaper next to the Hera/d, the fourth one 
in the race, printed 31 columns of advertisements yes- 
terday—less than half of the RECORDER’s showing. 
One of the New York Sunday newspapers, and an 
older paper than the RECORDER at that, went to press 
with 9% columns of business announcements—just 
60% columns less than were published in the favor- 
ite Home Newspaper. 

In fact, the other exhibits of advertising in New 
York newspapers yesterday are only interesting as 
illustrations of the difference between leading the 
van and bringing up the rear. No one of them 
pul lished half the amount of advertising contained in 
the Sunday RECORDER. No two of them combined 
published as much, The 7ridune and the Z7imes, 
venerable heads of the old newspaper hierarchy of 
the metropolis, carried only 44 columns of advertise- 
ments yesterday between them—23 columns short of 
the young RECORDER’s single array. 

Such is the logic of figures ; and the moral thereof 
is so plain that the most ordinary mind cannot fail to 
make the correct interpretation, 
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DIRECTIONS: , O2e2 a peek 


Aveusta, Maine, August 10, 18938. 


STATE OF Maing, Kennebec, ss. 

I, William H. Gannett, of Augusta, Maine, hereby certify that I 
am the owner of ‘‘Comfort,” and that the regular circulation of 
Comfort is over one million two hundred and twenty-one thousand 
copies every issue. (Signed) WILLIAM H. GANNETT. 


STATE OF Maine, Kennebec, ss. Personally spocuees the above- 
named William H. Gannett and made oath that the above statement 
by him subscribed is true. Before me, A. G. ANDREWS, Judge of 
the Municipal Court, Augusta, Maine. 
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PROFITABLE PARAGRAPHS FOR PANICKY PERIODS. 





GENTLEMEN—In our advertising summary for 1892, show 
MUSICAL INSTRUMENTS. ing results from some thirty-six hundred papers, COMFORT 
stands very high indeed, the cost per application being surprisingly low. Lyon & HEALY — 
Chicago, Ti, Aug. 8, 1893. 
GENTLEMEN—We have completed our summary list for the past spring, 
WALL PAPER. and find Comfort amon the very best paying journals, KAYSER @ AL 
MAN, Paper Hangings, Window Shades, etc.—Phila., Pa., Aug. 7, 1893. 
W. H. GANNETT, DEAR StR—I have obtained excellent, indeed astonishing, 
MACHINERY. results from my patronage of ComForT. I often remark that “ were theres 
hundred ComForts I would use them ail.” The renewals of my contract are the best praise I can 
give your valuable medium. C. N. NEwcoms, Mfr. Carpet Looms and Weavers’ Supplies.—Daven- 
port, Iowa, Aug. 14, 1893. 
Mr. W. H. GANNETT, DEAR SiR—You struck it just right when 
PUMPS AND COOKERS. you named your paper CoMFORT. Wosertatany deneeoeian 
from the large returns we receive from our advertising with you. We do not think there is any 
other paper or list of papers (at least, we can’t find them) that will bring the same returns for 
money expended that CoMFoRT will. We now have a yearly contract with you and will glad} 
make it five years ; for, while we began with you when your rates were fifteen cents a line, our ad- 
vertising never paid us better than now, when it costs five dollars a line. If we were given our 
choice to use a select list of twenty good papers with an aggregate circulation of 2,500,000 or Com 
FORT with its 1,220,000, price per line the same, we should unhesitatingly take COMFORT. A. SPEIRS, 
Mfr. Speirs’ Portable * sini -umps, Steam Cookers, Surprise Clothes Sprinkler, ete.—North Wind- 
ham, Me., July 24, 1893. 
GENTLEMEN We find that we receive more returns from the advertise- 
STATIONERY. ment we have in your paper than from any twelve weeklies or monthlies 
published in the United States. CENTENNIAL MFG. Co., Copying Books, Inks, ete.—Chicago, Ill, 
Apri . 


GENTLEMEN—The order I gave you for your May issue brought me re- 
TOILET COODS. turns far beyond my expectations. I questioned Com¥ort’s valne as an 
advertising medium, but 1 am now convinced that it not only pays, but is one of the best mediums 
I have ever used. Please insert same advertisement until forbidden. MME. A. RUPPERT, Complex- 
ion Specialties.—New York, June 14, 1893. 
W. H. GANNETT, PUBLISHER, DEAR StR—It gives us pleasure to 
PIANOS AND ORCANS. tate that the returns from our te mt in Coupon have 
been excellent. You may know this from the fact that we have placed with you a continuous ad- 
vertisement. BEETHOVEN ORGAN Co.— Washington, N. J., Aug. 11, 1893. 
Mr. W. H. GANNETT, DEAR SIR--We are pleased to acknowledge that our 
HORSE COODS. experience with ComFortT has been most satisfactory. It stands second on 
our list of over forty different publications. IMPERIAL Bit & Snap Co.—Racine, Wis., Aug. 7, 1893. 
Mr. W. H. GANNETT, DEAR StR—We have run our ad 
WASHERS, WRINCERS, ETC. vertisement in every issue of Comrort for over two 
years, which I think is sufficient proof that we get paying returns. There are about half a dozen 
pers on our list of fifty well-tried mediums that we call “cream,” and ComFort is one of them. 
Right now, in the midst of “ dog-days” and financial disaster, we are getting good paying returns 
from ComFoRT. It is good all the year round. L. V. NEwron, Mgr. Lake Erie Mfg. Co.—Erie, Pa., 
Aug. 8, 1893. ee 
Mr. W. H. GANNETT, DEAR SIR—I am so well pleased with returns from Com- 
PATENTS. rorrt that! desire to keep a standing advertisement. S. C. FITZGERALD, Patent 
Attorney.— Washington, D. C., July 25, 1893. 
DEAR SiR—During the st few years we have advertised our system of 
COLLECES. practical ‘‘ Home Study” in many of the leading publications. We Pe a found 
ComFort one of the most profitable we have used, and only wish there were more mediums equally 
good. Bryant & STRATTON, Correspondence College.—Buffalo, N. Y., Aug. 15, 1893. 


PUBLISHERS ‘“‘ COMFORT,’ GENTLEMEN-—-CoMFoRT is all right. When Comrort 
WATCHES. qocesn’t pay look out for other papers. C. A. KEENE, Mammoth Watch House 
Boston, Mass., Aug. 3, 1893. 
W. H. Gannett, EsQ., DEAR Sm—I regard CoMFORT as one of 
KNITTING MACHINES. the best advertising mediums. As proof of this I have again 
ordered my agency to piece my advertisement with you for another six months. J. E. GEARHART, 
Mfr. People’s Knitting Machine.—Clearfield, Pa., Aug. 8, 1893. 
PUBLISHERS “‘ COMFORT ,”” GENTLEMEN—We have now been advertising 
LAW AND LOCIC. in your publication for the past nine months, and upon looking over 
our records we find that we have been receiving a aoe gine: > | large number of inquiries, and out 
of these inquiries we have succeeded in getting a good number of students to study law with us 
It will interest you to know that our returns from Comrort have been in every way satisfactory. 
THE SPRAGUE CORRESPONDENCE SCHOOL OF Law, J. Cotner, Jr., Sec’y.—Detroit, Mich., July 25, 1893. 
PUBLISHERS * COMFORT,” GENTLEMEN—You will please renew 
HOUSEHOLD COoDSs. our contract for eight lines, beginning with July, 1893, issue. The 
continuing with our advertisement in ComFort year after year is evidence enough that COMFORT 


pays us. RICHARDSON MFG. Co., Mfrs. House Furnishing Specialties.—Bath, N. Y., April 20, 1893. 
Mr. W. H. GANNETT, DEAR StR—We have used ComMFoRT 
BUCCIES AND HARNESS. with success, and expect to use it again when we place our 
next line of business. THE WILBER H. MURRAY MFG. Co.—Cincinnati, Ohio, Aug. 5, 1893. 
s PUBLISHERS ‘* COMFORT,”” GENTLEMEN—The advertising done with you has been 
TRUSSES. as satisfactory in its results as any we have done during the past year. C. H. 
EGGLESTON TRUSS Co.—Chicago, Ill., Aug. 7, 1893 


Mr. W. H. GANNETT, DEAR SIR—You are aware that we have recently 
CLOTH ES LINES. renewed our contract with your paper Allow us the pleasure of saying 
in this connection that with our experience of several years’ advertising in COMFORT we have been 
entirely satisfied, and think we have had as good returns for our pig | as from any other medium 
we have used. THE PINLESS CLOTHES-LINE CO.— Worcester, Mass., Aug. 7, 1893. 
Mr. W. H. Gannett, Dear StR—Having advertised in Comrort 
STAMPS AND COINS. for some years, we can justly state that it has given us the best 
results of any paper we advertise in. Scort’s STAMP & COIN Co., L’1’p.—New York, Aug. 4, 1893. 
W. H. GANNETT, FsQ., DEAR SIR—ComFoRT “got right there” last season, as 
SEEDSMEN. usnal. Any one looking over our mail must agree with _ claim . “If you 
put it in ComFort, it pays.” J, J. BELL, Seedsman.—Flowers, N. Y., Aug. 9, 1893, 
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BERBER FR5555 
The Time _ | 
is Ripe 


cent years when a general advertiser | 
could obtain so many important ad- 


vantages as are just now within his | ji 


reach. 
There is a decided movement 





among experienced advertisers to | iif 


avail themselves of this opportunity. || 
We are now securing choice | jj 


positions and unusual concessions | |} 
for some shrewd customers, and can | jj 


do more of the same good work. 


Our special knowledge of these My 
timely possibilities is at the disposal | |i} 


of all our patrons. 
Correspondence invited. 


THE GEO. P. ROWELL ADVERTISING CO., 
Newspaper and Magazine Advertising, 


10 Spruce St., New York. 











